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SUBJECT: Nielsen Weekly Pricing Audits 

Beginning with week ending Mai'ch 4 data, an enhanced Nielsen Pricing service will be featured 
in place of the existing Nielsen Pricing Audit Panel (currently 800 stores). This enhanced 
service, the Nielsen Expanded Pricing, wiU consist of pack and carton pricing for lire four 
major trade classes: C-stores, Supermarkets, Drug, and Mass Merchandisers, The store sample 
is identical to the Nielsen Integrated Panel which currently reports product movement and causal 
data. The sample consists of audit data from C-stores (800) and scanner and causal audit data 
from Supermarkets (2,200), Drug stores (300), and Mass Merchandisers (250) and is 
representative at the Total US, Region, and PM Section levels. 

Enhancements 

• The new weekly service will provide a unified data source for pricing and product 
movement and causal data at the store level. 

• The total sample size will increase from 800 total stores (400 C-stores and 400 
Supermarkets) to 3,550 total stores, providing stronger representation, stability, and 
statistical confidence in the data at the Total U. S. and Region level. Additionally, 
representation of PM's 22 Sections wiU now be available. 

• Pack and carton gross and net pricing will be available in all four made classes. 

Pricing Variances 

Prices in the new Nielsen Expanded Pricing service are dtiectionally consistent witli lire 
old Nielsen Pricing Audit. However, some relatively small absolute pricing variances 
exist, which are due to the increase in sample size witli a slightly different mix of stores in 
each county type (skewed more toward A&B counties) and tlie following new collection 
metliodology. 

Specifics on collection methodology: 

1) In the new Nielsen Expanded priciirg service, the brand family net price is 
based on the average price of all 85's packings, while in contrast, the old 
serv'ice determined net price based on the lowest promoted price (including 
buy down or IRC) of any packing within a brand family. 

2) Supermarket audits wiU be replaced by a combiiiation of scanning data and 
audited causal infoiTnation. 

Tlie charts below illusmate the national price differences between tire Nielsen Expanded 
Pricing database and the Nielsen Pricing Audit Panel for Maidboro, Lowest Discount net . 
pack prices and price gaps in C-stores. 
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1.33 
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1 /28/95 

1 .92 
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1 .32 
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1.93 
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0.02 

1.32 

1,34 

-0.02 
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Source; https://www.industrydocuments.ucsf.edu/docs/tmwj0004 
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